This study investigates employees' acceptance of corporate Web 2.0 applications for collaboration and knowledge sharing. Results show that altruism, managerial support, and perceived usefulness are good predictors of the intention to use corporate blogs as tools for collaboration and knowledge sharing. The study further explores differences between employees from companies with low and high adoption rates, and uses prediction-oriented segmentation to unveil two different paths to adoption of Web 2.0 collaborative tools in companies.
Introduction
Knowledge sharing in organizations is essential because it enables organizations to reduce redundant learning efforts and enhance innovative performance (Calantone, Cavusgil, & Zhao, 2002; Martinez-Conesa, Soto-Acosta, & Carayannis, 2017; Scarbrough, 2003; Syed-Ikhsan & Rowland, 2004) . Boer (2005) conceptualized knowledge sharing as a social-relational process through which individuals try to establish a shared understanding about reality and the potential ability to transform this understanding into collaborative actions, which yield performance by different signs and tools. This definition characterizes knowledge sharing as a communication process that is socially situated, and stresses some important aspects of knowledge sharing, such as its potential for collaboration through the use of signs (e.g., language and images) and tools (e.g., information technologies). Boer (2005) further pointed out that the creation of collective outcomes requires that members of the organization share their knowledge.
Knowledge sharing pursues the generation of new ideas and business opportunities through socialization and learning processes of knowledge workers (Lin & Lee, 2006 ; Soto-Acosta, Popa, & Palacios-Marqués, 2016) . The selection of the appropriate technology to foster collaboration and knowledge exchanges is essential in order to better organize and structure the exchange mechanism in an effective and safe way. Web 2.0 technologies have become one of the most popular online communication and collaboration tools in everyday life, and also within organizations (Chai, Das, & Rao, 2011; Soto-Acosta, Popa, & Palacios-Marqués, 2017) . Web 2.0 refers to a set of user-centric technologies whose value increases as the number of users increase (O'Reilly, 2005) . The adaptation of the concept of Web 2.0 to business contexts is known as Enterprise 2.0 (McAfee, 2006) . Entreprise 2.0 refers to the use of a set of tools-including blogs, wikis, mashups, tagging, and social networking-to enhance communication, collaboration, and knowledge sharing.
While Enterprise 2.0 tools are comparable in some ways to other types of information systems (e.g., Enterprise Resource Planning (ERP) systems, Customer Relationship Management (CRM) systems), they differ significantly in many other aspects. Web 2.0 tools are flexible: The same Web 2.0 tool may be used for very different purposes, and Web 2.0 applications tend to be less complex than legacy enterprise systems. These characteristics facilitate diffusion among employees and allow for lower initial investment for the company. Web 2.0 tools generally complement existing work practices in organizations; thus, unlike processoriented business systems, the use of Web 2.0 tools focuses on the support of communication and collaboration activities among individuals and workgroups, and their use is generally voluntary (Raeth, Urbach, Smolnik, Butler, & Königs, 2010) .
Nevertheless, and despite some consensus on the benefits from successful implementations of Web 2.0 technologies (Andriole, 2010) , companies report significant problems regarding their adoption (Bughin, Manyika, & Miller, 2008) . Therefore, successful implementation of Web 2.0 tools requires understanding of the variables that affect employees' decision to adopt them. This study takes into account relevant variables comprising individual perceptions about technology, organizational aspects, and specific characteristics of collaboration technologies in order to answer the following research question:
RQ. What are the main variables predicting acceptance and use of Web 2.0 tools for collaboration and knowledge sharing in organizations?
The aim of this research is to provide an answer to this question for a particular Web 2.0 tool: corporate blogs. The remainder of this study is as follows: Theoretical Framework and Hypotheses Development builds the theoretical framework, and presents the research model and hypotheses. Methods and Results explains the research methods and shows the results from the empirical study. Finally, the Discussion section discusses the main findings and implications for theory and practice.
Theoretical framework and hypotheses development
Corporate blogs for collaboration and knowledge sharing A blog (or weblog) is a web-based application that enables publication of content in chronological order, ordering records (posts) by latest creation date (Herring, Scheidt, Bonus, & Wright, 2004) . The content of a blog may contain text, images, videos, and links to other blogs or websites (Trammel & Keshelashvili, 2005) , as well as tags for content classification. Blogs are interactive and readers can comment on posts. While most blogs that exist are personal, companies are increasing their internal and external use.
Companies focusing on new technologies and operating in very competitive markets have begun to deploy blogs as part of their standard set of working tools (Anderson & Mayfield, 2005) . Blogs also allow interaction with customers and other collaborators-making possible a new form of intra-organizational and inter-organizational communication. Fundamentally, corporate blogs have the following functions: communication, document sharing, community member discovery (Fichter, 2005) , collaboration and reciprocal feedback, sharing expertise to acquire tacit knowledge, sharing personal opinions that help people to know more about one another, social interaction, and aggregation of information from external sources by experts in an area (Huh et al., 2007) .
Corporate blogs also have certain characteristics that make them different from other collaboration technologies: Blogs are bottom-up technologies, which means that employees generally initiate their diffusion before managers promote their use. The functional aspects of blogs make them attractive for some groups within the organization, and their use spreads across their closest social circles. To the extent that these groups connect using blogs, there will be diffusion across the organization (Wattal, Racherla, & Mandviwalla, 2010) . The broadcasting process is radically different from that of traditional collaboration tools, where users have a passive role in the technology adoption process (Lewis & Seibold, 1993) . Blogs are also self-expression tools for younger generations, and thus younger employees seamlessly incorporate them in the workplace (Wattal et al., 2010) . Researchers and practitioners share the belief that corporate blogs for collaboration may play an important role in enhancing organizational learning and creating collective knowledge (Wattal, Racherla, & Mandviwalla, 2009 , 2010 .
Unlike other collaboration tools, including communication (e.g., e-mail, instant messaging, video-conferencing) or coordination tools (e.g., shared online calendars), company-wide knowledge sharing is at the core of corporate blogs (Soto-Acosta & Cegarra-Navarro, 2016). Corporate blogs are conversational in nature (Baehr & Alex-Brown, 2010) and make knowledge-content in form of text and multimedia, tagging, identification of participants in a conversation-visible across the whole organization, thus facilitating social interaction and knowledge exchanges. This conversational nature enables a new model of personal knowledge management that involves formal and informal communication, collaboration, and social networking tools, and facilitates interaction, collaboration, and knowledge exchanges in organizations (Pauleen, 2009; Razmerita, Kirchner, & Sudzina, 2009 ).
From the above, and taking into consideration the initial definition of knowledge sharing, corporate blogs are tools that support knowledge sharing by providing means to establish communication processes among individuals that collaborate-as opposed to communication of raw information that does not require interaction or assimilation of the information transmitted. The approach presented in this study is consistent with literature on knowledge sharing and knowledge transfer processes in organizations, where knowledge sharing occurs at an individual level and is constructed in a social context (Paulin & Suneson, 2012) .
Technological acceptance model (TAM)
TAM (Davis, 1986 (Davis, , 1989 is an adaptation of the Theory of Reasoned Action (TRA; Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975 ) that aims to predict technology adoption in the domain of information systems. TRA posits that behavioral intention is the best predictor of subsequent performance of a behavior. Behavioral intention refers to the subjective probability that an individual performs a certain behavior (Fishbein & Ajzen, 1975) . In this research, intention refers to the degree to which employees believe that they will use corporate blogs for collaboration and knowledge sharing. Despite some authors questioning the link between intention and behavior (Bagozzi, 2007; Turner, Kitchenham, Brereton, Charters, & Budgen, 2010) , Iglesias-Pradas, Hernández-García, and Fernández-Cardador (2013) showed that behavioral intention predicts corporate blogs' use for knowledge creation and acquisition.
Perceived usefulness and perceived ease of use are the two core beliefs that lay the foundations of TAM. In TAM, perceived usefulness and perceived ease of use are the main predictors of intention to use information systems in the adoption process (Davis, Bagozzi, & Warshaw, 1989) . Perceived usefulness refers to "the degree to which an individual believes that using a particular information system or technology will improve their job performance" (Davis et al., 1989, p. 320) . In the context of this study, perceived usefulness is "the degree to which an individual believes that using corporate blogs for collaboration and knowledge sharing will improve his job performance". Perceived ease of use refers to the "degree to which a person believes that using a particular information system is free of effort" (Davis et al., 1989, p. 320) . In the context of corporate blogs, perceived ease of use translates to the "degree to which a person believes that using corporate blogs for collaboration and knowledge sharing is free of effort". Davis and colleagues (1989) argued that perceived ease of use is also an antecedent of perceived usefulness-a relationship that some studies confirm (e.g., Kleijnen, Wetzels, & De Ruyter, 2004; Wang, Wang, Lin, & Tang, 2003) , although other studies do not empirically validate the relationship (e.g., Bajaj & Nidumolu, 1998; Jackson, Chow, & Leitch, 1997; Subramanian, 1994) .
Prior research shows that both beliefs positively influence the intention to use blogs. For example, Hsu and Lin (2008) , Shu and Chuang (2011) , and Iglesias-Pradas, Hernández-García, and Fernández-Cardador (2014) proved that perceived usefulness influences the intention to use blogs. Moreover, Hsu and Lin (2008) and Cheng and Chen (2011) found a significant positive relationship between perceived ease of use and intention to use blogs. Therefore, we propose the following hypotheses:
• H1: Perceived usefulness positively predicts intention to use of corporate blogs for collaboration and knowledge sharing. • H2: Perceived ease of use positively predicts intention to use corporate blogs for collaboration and knowledge sharing. • H3: Perceived ease of use positively predicts perceived usefulness of corporate blogs.
TAM assumes that when an individual forms an intention from the above core beliefs, he or she will carry it out without limitations. Nevertheless, there may be other barriers that will hinder such behavior. In this regard, this exploratory research includes organizational and personal factors as additional antecedents of behavioral intention.
Organizational factors
A set of organizational mechanisms must accompany perceived usefulness and perceived ease of use in order to encourage and promote the use of corporate blogs for sharing and reusing of knowledge in an effective manner (Kulkarni, Ravindran, & Freeze, 2007) . There is also empirical evidence of the prominence of organizational factors in modifying an individual's behavioral beliefs, and how they can substantially improve individual acceptance of information systems (Grublješič & Jaklič, 2015) . This research includes the effect of two organizational factors: technical support and managerial support.
Technical support
Organizations can provide extrinsic motivators to foster the use of technology through their support to end users (Scott & Walczak, 2009 ). The additional motivation often has to do with characteristics of the organization used as a lever to influence the intention of employees to use information systems and technologies (Walker, 2005) . Such characteristics include organizational resources, such as availability of infrastructure and technical support to end users. Middle managers may have direct control over these resources, as opposed to other organizational factors that may not be under the direct control of management (e.g., organizational climate; Bhattacherjee & Hikmet, 2008; Popa, Soto-Acosta, & Martinez-Conesa, 2017) .
In this research, technical support refers to formal or informal activities or functions whose goal is to motivate employees to use effectively a new information system or technology. Organizations can provide support by creating specialized technical assistance services (service desk) led by a group of technical and/or functional experts, and by providing end-users documentation (tutorials, videos, etc.) suitably adapted to the use of the specific system or technology.
Previous studies suggested that the better the support, the faster the adoption of new systems by users (Fuerst & Cheney, 1982; Igbaria, 1993; Igbaria & Chakrabarti, 1990; Igbaria, Zinatelli, Cragg, & Cavaye, 1995; Lucas, 1978) . Jasperson, Carter, and Zmud (2005) added that the existence of internal or external experts who provide support to end users is critical because experts may help users to overcome the complexity of a new system's features and to correctly use them in business processes. We then posit that:
• H4: Technical support positively predicts the intention to use corporate blogs for collaboration and knowledge sharing.
In addition, high levels of technical support should create more favorable beliefs about technologies among users. For example, Igbaria, Zinatelli, Cragg, and Cavaye (1997) found a positive relation between technical support of new technologies and perceived ease of use, and therefore:
• H5: Technical support positively predicts perceived ease of use of corporate blogs for collaboration and knowledge sharing.
Managerial support
Organizational research stresses the role of managerial support as a key success factor in the implementation, adoption, and use of Information and Communication Technologies (ICT) in organizations (Aman & Aitken, 2011) . Managerial support is a commitment by the management board to support the implementation of a new technology at all levels of the organization (Beatty, Shim, & Jones, 2001) . Managers can send strong messages to employees about the relevance of knowledge sharing to achieve sustained competitiveness, and these cues may lead people to engage in sharing behaviors (Cabrera, Collins, & Salgado, 2006) . Perceptions of encouragement of collaboration and knowledge sharing policies, and promotion of knowledge-sharing driven actions by managers are key to foster positive collaborative and knowledgesharing attitudes within an organization (Lin & Lee, 2004) . Specifically, managerial support must be encouraging instead of coercive: employees should receive suggestions, and not orders, about what and how much to share with their co-workers, because the final decision is always up to each individual (Connelly & Kelloway, 2003) .
Managerial support refers to the degree to which an individual believes that management is committed to the implementation and use of an information system or technology (Venkatesh & Bala, 2008) . The lack of such support can be a barrier to system use (Fuerst & Cheney, 1982; Igbaria, 1990; Lucas, 1978) . Managerial support has influence on the use rate of knowledge management systems (Butler, Heavin, & O'Donovan, 2007; Damodaran & Olphert, 2000; Kulkarni et al., 2007; Moffett, McAdam, & Parkinson, 2004; Purvis, Sambamurthy, & Zmud, 2001; Vitari, Moro, Ravarini, & Bourdon, 2007) , and this also holds true in the case of corporate blogs (Iglesias-Pradas et al., 2013) .
In the case of Web 2.0 technologies, managerial support is essential because previous success of some Web 2.0 applications in the Internet (e.g., Wikipedia) may lead many managers to believe that they can take a back seat in adoption processes (Paroutis & Saleh, 2009) . As a consequence, many managers adopt an "if we implement it, they will come" attitude toward Web 2.0 tools (McAfee, 2006) , which may lead to failed implementations. Hence:
• H6: Managerial support positively predicts the intention to use corporate blogs for collaboration and knowledge sharing.
Managers are the voice of the company and hold a clear vision of the objectives and the expected outcomes when they decide to introduce a new technology in the organization. Their support and clear communication is fundamental for the rest of the organization to become aware of its benefits. Therefore, there is also a positive relation between managerial support and perceived usefulness (Igbaria et al., 1995) , and we propose that:
• H7: Managerial support positively predicts the perceived usefulness of corporate blogs for collaboration and knowledge sharing.
Personal factors
Process design, specific mechanisms for knowledge exchanging, and resource allocation make knowledge creation and sharing more efficient in companies. However, increases in efficiency are not possible if individuals do not exert a positive behavior toward sharing their knowledge with others (Sveiby & Simons, 2002) . Personal collaborative attitudes and behaviors shape knowledge-sharing behaviors, with the most salient being altruism, trust, and shared goals (Fernández-Cardador, Agudo-Peregrina, & Hernández-García, 2012).
Altruism
Altruism refers to an individual's intrinsic motivation to perform voluntary actions that benefit others without expecting any personal benefit in return (Batson, Fultz, & Schoenrade, 1987; Batson, Oleson, Weeks, Healy, & Reeves, 1989; Fang & Chiu, 2010; Hsu & Lin, 2008; Myers, 2002) . Altruism happens because humans tend to help others by natural instinct (Cheng & Chen, 2011) , and it builds upon inter-personal trust (Davenport & Prusak, 1998; Hsu, Ju, Yen, & Chang, 2007; Kankanhalli, Tan, & Wei, 2005) . Altruism represents the degree to which an individual believes he can improve mutual relations with others (Bock, Zmud, Kim, & Lee, 2005) . Altruism leads individuals to mutual understanding and fair knowledge sharing (Chiu, Hsu, & Wang, 2006) , and has a major influence on collaborative behavior and knowledge sharing (Bock et al., 2005; Fernández-Cardador et al., 2012; Huber, 2001; Kankanhalli et al., 2005; Lin, 2007) . In situations that involve intensive use of collaborative tools, altruism has a positive influence on knowledge sharing because knowledge sharing is a very specific type of social exchange (Organ & Konovsky, 1989; Thibaut & Kelley, 1959 ) that differs vastly from economic exchanges and generates vaguer and more unspecific obligations.
In the case of Web 2.0 tools, Prasarnphanich and Wagner (2009) found that altruism of the participants has a positive influence on the production and distribution of content using wikis, and Hsu and Lin (2008) , White, Carvalho, and Riordan (2011) , and Cheng and Chen (2011) showed that altruism has a positive effect on blog adoption for knowledge sharing purposes. Therefore:
• H8: Altruism positively predicts the intention to use corporate blogs for collaboration and knowledge sharing.
Trust
Trust is a key component of business transactions involving social exchanges (Kelley, 1979; Kelley & Thibaut, 1978) . These transactions usually take place without an explicit contract or control mechanism that prevents opportunistic behavior by any of the parties. In social exchanges, individuals tend to rely on trust to reduce social complexity and avoid the risk of being exploited (Wrightsman, 1972) . Trust is then a mechanism to reduce social complexity and risk perception of transactions through the expectation of a positive outcome and perceived safety regarding the expected behavior by parties (Gefen, 2004; Grabner-Kraeuter, 2002; Luhmann, 1979) .
Most studies suggest that increasing trust among individuals leads to larger and more productive knowledge exchanges-to the extent that trust may be a prerequisite for knowledge exchange (Adler, 2002; De Long & Fahey, 2000; McAllister, 1995; Nonaka, 1991) . As Mayer, Davis, and Schoorman (1995) stated: "a clear understanding of trust and its causes can facilitate cohesion and collaboration between people" (pp. 710-711).
In this study, trust relates to the tendency to believe in others and their contributions in the form of posts and comments on collaborative Web 2.0 tools (Hsu & Lin, 2008; Payne, 2008) . Trust has a positive influence on knowledge sharing in quantitative and qualitative terms (Chiu et al., 2006; Hsu et al., 2007; Nelson & Cooprider, 1996) , and more specifically on the intention to share knowledge (Tamjidyamcholo, Bin Baba, Tamjid, & Gholipour, 2013) . Furthermore, trust has a positive and significant influence on the intention to use collaborative tools in virtual environments (Chandra, Theng, O'Lwin, & Foo, 2011) . Hence, we propose that:
• H9: Trust positively predicts the intention to use corporate blogs for collaboration and knowledge sharing.
Shared goals
Shared goals represent one of the main drivers of collaboration among people; consequently, they are a prerequisite for successful collaboration (Lesh, Rich, & Sidner, 1999) . Shared goals capture the essence of what Coleman (1990) described as the "good public aspect of social capital" (p. 315). In large and complex organizations, shared vision and common values result in individual and group actions that can benefit the entire organization (Tsai & Ghoshal, 1998) . Common goals and shared interests help members of an organization to realize about the potential value of exchanging and later combining resources (Tsai & Ghoshal, 1998) . If knowledge is one of the most valuable assets of an organization, a shared vision and the existence of common goals among team members is essential for knowledge exchanges to happen (Wasko & Faraj, 2005) .
Blogs facilitate getting in contact with colleagues who share common interests. As a result, blogs enable collaboration and knowledge sharing with other likeminded partners and serve as a vehicle to help find solutions to common problems. Since interest in learning and sharing of knowledge are at the core of collaboration, the existence of common objectives should positively affect the intention to acquire, create, and disseminate knowledge. Therefore, we posit that:
• H10: The existence of shared goals in an organization positively predicts the intention to use corporate blogs for collaboration and knowledge sharing.
Following the hypotheses developed in this section, Figure 1 illustrates the research model for this study.
Method and results
The sample selection for this study includes a group of employees from a large European industrial company, which is deploying blogs as part of a set of actions seeking to establish a new collaborative culture, but has low adoption rates, and a group of professionals from IT and industrial companies with successful implementation of corporate blogs. Participants volunteered to take part in the study and complete a self-administered online questionnaire. Of the 250 employees invited to participate in the study, 160 accessed and replied to the online questionnaire, for a total response rate of 65%. After deletion of uncompleted surveys, the final dataset contains 143 valid answers. Table 1 shows details of the sample demographics.
The measurement instrument (see Appendix A) builds upon previously validated scales adapted to the context of corporate blogs. As usual in acceptance literature, behavioral intention was linked to a specific action and context. From the theoretical framework, collaboration is essential for knowledge sharing when using corporate blogs by making relationships and interactions explicit, and information visible throughout the company. Therefore, and in order to exclude uses of corporate blogs that might not involve knowledge sharing, the research restricts the action under study to the use of corporate blogs for collaboration purposes within the organization. The scale for all items ranged from 1 to 7, with 1 corresponding to "totally disagree" and 7 to "totally agree" with the different statements. In order to control for common method bias, the questionnaire randomly ordered sets of items to mitigate order effects, reduce the negative effect of item order on theoretical testing, and reduce the potential for response sets (Westaby & Braithwaite, 2003) .
The analysis uses partial least squares structural equation modeling (PLS-SEM) and the SmartPLS 3 software (Ringle, Wende, & Becker, 2015) to test the research model. PLS-SEM aims to predict key target constructs, and is appropriate for exploratory studies focusing on prediction of a target variable (Hair, Ringle, & Sarstedt, 2011) . Furthermore, PLS does not require strict assumptions concerning sample size or measurement scales (Haenlein & Kaplan, 2004) , allowing the use of smaller sample sets. The minimum sample size, as a rule-of-thumb, should be equal to 10 times the largest number of structural paths directed toward a particular latent construct in the structural model (Hair al., 2011) . In this case, the construct "behavioral intention" receives seven incoming paths, and therefore the minimum sample size would be 70; moreover, the minimum sample size to detect R-square values over 0.25 at a significance level of 0.05 and a statistical power of 0.8 is N = 80 (N = 109 for a significance level of 0.01; Hair, Hult, , and therefore, the global sample size is large enough to perform the analysis.
Measurement model assessment
The model includes one formative latent variabletechnical support-the rest being reflective. Observation of the standardized loadings of the latent variable indicators ensured item reliability. The analysis suggested dropping one indicator of perceived ease of use that did not exceed the cutoff level of 0.7 (Nunally, 1978) . A bootstrap resampling procedure tested the stability of estimates (Chin, Marcolin, & Newsted, 2003) with values corresponding to a significance level of p < 0.001 in all cases.
To ensure validity at construct level (i.e., convergent validity), the analysis included calculation of composite reliability, Cronbach's alpha, and average variance extracted (AVE) of each construct. Values were higher than 0.87, 0.72, and 0.68: well over the acceptable threshold values of 0.7, 0.6 (Hair, Anderson, Tatham, & Black, 1998) , and 0.5 (Fornell & Larcker, 1981; Hulland, 1999) , respectively. Table 2 summarizes the results of item reliability and convergent validity assessment.
Discriminant validity assesses whether indicators measure their correspondent construct, and not others (Gefen & Straub, 2003) . Fornell and Larcker's (1981) criterion compares the square root of AVE and interconstruct correlations; the square root of AVE should be greater than bivariate correlations between each construct and rest of constructs. According to this method, discriminant validity was confirmed (upper section of Table 3 ).
Despite the Fornell-Larcker criterion being the most popular way to assess discriminant validity in traditional PLS-SEM, Henseler, Ringle, and Sarstedt (2015) contended that the Fornell-Larcker criterion is not reliable enough to detect the lack of discriminant validity, and proposed an alternative method: the HTMT (Heterotrait-Monotrait ratio for correlations). This study uses the most restrictive version of the HTMT (HTMT .85 ). The lower section of Table 3 shows potential discriminant validity issues between behavioral intention, altruism, and perceived usefulness. Therefore, and according to the HTMT .85 criterion, the results would not fully ensure discriminant validity. This result shall be discussed later. 
Structural model assessment
Observation of the standardized path coefficients and their corresponding significance levels helped testing the research hypotheses and comparing the effects of each factor on behavioral intention to use corporate blogs. From the analysis (Table 4) , altruism, managerial support, and perceived usefulness are the main predictors of behavioral intention, therefore supporting H1, H6, and H8. Conversely, perceived ease of use, technical support, trust, and shared goals do not have a significant relation with behavioral intention, and therefore H2, H3, H9, and H10 are not supported. Moreover, the results confirm that perceived ease of use has a strong and significant effect on perceived usefulness-thereby supporting H3; technical support is a valid and strong predictor of perceived ease of use-supporting H5; and managerial support has a significant effect on perceived usefulness-supporting H7. Effect size (f 2 ) assesses how strongly one construct contributes to explaining another, in terms of R 2 . Values of 0.02, 0.15, and 0.35 represent small, medium, and large effects of the exogenous latent variable, respectively (Cohen, 1988) . This research found large effects in the TS → PE (0.39) relation, medium effects in PE → PU (0.32), AL → BI (0.24), and MS → PU (0.23), and small effect in MS → BI (0.08) and PU → BI (0.04).
Regarding prediction power, the model explains 72% of behavioral intention to use corporate blogs as collaborative tools for knowledge sharing purposes. Perceived ease of use and managerial support explain 59% of perceived usefulness, and technical support explains 28% of perceived ease of use. In addition, the Stone-Geisser (Q 2 ) test returns positive values, which indicate that the relationships have predictive relevance.
The study of total effects further underlines the double relevance of managerial support (β total = 0.31) as a predictor of use of corporate blogs, both directly through managerial commitment to encourage and support system implementation, and through communication about the expected benefits and usefulness of system use for the company and its employees.
Because PLS-SEM focuses on prediction, there is no such thing as model goodness-of-fit measures in PLS-SEM. However, the standardized root mean square residual (SRMR) refers to the difference between the observed correlation and the predicted correlation, assessing the average magnitude of the discrepancies between observed and expected correlations as an absolute measure of (model) fit criterion. SRMR is therefore one measure to determine to what extent the composite factor model fits the data (Henseler et al., 2014) . The most conservative versions consider that values under 0.08 indicate good fit . For the measurement model, the value of SRMR for the saturated model is 0.079, and thus the composite factor model fits the data.
Multi-group analysis (MGA) and prediction-oriented segmentation (PLS-POS)
After testing the research hypotheses, this study also aims to explore whether significant differences between drivers of corporate blog adoption may exist between employees. In order to do so, the analysis first includes an MGA looking for differences between the employees of the company with low adoption rates (N = 41) and employees of companies with successful implementation corporate blogs (N = 102).
The MGA requires assessing measurement invariance across groups. The choice of the same modelconstructs and indicators-ensures configural invariance. In order to check compositional and scalar invariance, the analysis incorporates measurement invariance of composite models (MICOM) testing (Henseler, Ringle, & Sarstedt, 2016) , using 5000 permutations. The results from step 2 of MICOM show no significant differences across groups, and thus confirms compositional invariance (i.e., invariance of indicator weights for measurement paths between groups).
Step 3 of the MICOM test finds significant differences in means and variances of perceived usefulness between both groups, and differences in means of altruism and behavioral intention, and thus only partial measurement invariance exists. Partial measurement invariance is enough to proceed with MGA for comparison of structural paths across groups (Henseler et al., 2016) . The analysis confirms item reliability, convergent, discriminant validity, and predictive ability (Q 2 > 0), but shows poorer goodness-of-fit (SRMR between 0.08 and 0.11). The permutation method returns no significant differences, and MGA only finds differences in the PE → BI relation-this relation is not significant for either group.
Because this result offers little insight on different paths to adoption, the second test of differences includes a PLS-POS analysis. PLS-POS is a recent technique that facilitates the discovery of unobserved heterogeneity in both the measurement and structural model (Becker, Rai, Ringle, & Völckner, 2013) . PLS-POS is a data-driven segmentation approach that aims to identify differences among groups in the sample set that are not directly observable. Another advantage of PLS-POS is that it has no restrictions on the nature of constructs (i.e., PLS-POS may include both formative and reflective constructs). In order to obtain significant results, and due to sample size constraints, the PLS-POS in this study only includes two groups.
The PLS-POS returns interesting results that put overall results from the PLS into context-shedding light on the adoption of corporate blog for collaboration and knowledge sharing in companies. First, there are different mechanisms and drivers of adoption that do not depend on adoption rates, but rather on personal and organizational factors. The distribution of members from the low-adoption and high-adoption companies across both groups is similar: group 1 includes approximately two thirds of members from both instances (61.0% from the low-adoption company and 67.7% from high-adoption companies), while group 2 includes the remaining third of members (39.0% and 32.3%, respectively).
The measurement model and structural model analysis, with the reintroduction of the item dropped for the analysis of the overall model, again shows convergent and discriminant validity except under the HTMT criterion, and predictive ability for both groups. In order to test whether there are real differences between both groups, the dataset is split into the two PLS-POS groups, followed by an invariance test and MGA. In this case, the MICOM fails to confirm configural invariance in step 2, suggesting the removal of technical support from the model. After removing technical support, the MICOM ensures full measurement invariance, and it is therefore possible to proceed with the MGA.
The MGA of the measurement model reveals no significant differences in the loadings of the latent variables, but the MGA of the structural model shows significant differences in direct and total effects (Table 5) , and in the value of R 2 of perceived usefulness.
The results (Table 5 and Figure 2) show two very different paths to adoption: for a majority of employees (group 1), altruism and managerial support are the main predictors of intention to use the system, whereas the main predictors for group 2 are perceived ease of use of the system, altruism, and trust. Differences in predictors of perceived usefulness are also interesting, stressing the relevance of managerial support for group 1 and perceived ease of use for group 2. The analysis also returns possible collinearity issues in group 2 between perceived usefulness and perceived ease of use. Potential collinearity and the high path coefficient in the PE → PU relation suggest that there is one third of employees who perceive that a useful system is a system whose use is free of effort, and for whom difficulty to use a system may be a barrier that is impossible to overcome. Employees from group 1, on the other hand, may perceive that the system will be useful if they feel that managers fully support the implementation, have a clear collaboration-oriented vision, and recognize the effort of employees who use the system. These employees will be more prone to use corporate blogs the more they are inclined toward helping and collaborating with each other, while employees from group 2 will additionally need to perceive that the system is a source of trustworthy information. The analysis confirms the problems of discriminant validity found for the overall sample using the HTMT. 85 criterion, but not the Fornell-Larcker or cross-loadings criteria. Regarding SRMR values, both of them show poor fit (0.09 for group 1 and 0.10 for group 2, respectively), probably due to the relatively small size sample.
Discussion
Knowledge sharing among employees helps reducing redundant learning efforts and enhancing innovative performance, and Web 2.0 technologies offer a lowcost alternative to legacy knowledge management systems (Palacios-Marqués, Merigó, & Soto-Acosta, 2015; Soto-Acosta et al., 2017). Web 2.0 tools have additional benefits, such as their focus on collaboration and social content sharing, or the familiarity that employees may have due to prior use in personal contexts.
The findings from the overall results of this exploratory study offer a good explanation of the intention to use corporate blogs, and suggest that altruism is the best predictor of the intention to use corporate blogs for collaboration and knowledge sharing. This result comes with a caveat because of the lack of discriminant validity under the HTMT criterion. In fact, the results could point to an identification of the concepts of "helping others" and "collaboration" that is worth exploring in future studies. Regardless, the finding is relevant from a practical perspective of the company, as altruism is not only a factor that can promote the use of blogs, but it also has a tight relationship with organizational learning (Somech & Drach-Zahavy, 2004) .
As a more foreseeable outcome, perceived usefulness also predicts intention to use corporate blogs. The importance of perceived usefulness in the process of technology adoption goes hand in hand with its contribution to the development of positive emotional feelings (Liao, Chen, & Yen, 2007) and the intention of future use . Company employees need to perceive that the use of a new system improves efficiency, effectiveness, and productivity, because that is exactly what top management requests from them to get promotions, bonuses, or other rewards (Pfeffer, 1982; Schein, 1988; Vroom, 1964) . If the tool is useful in the eyes of employees, they will see it as a source of extrinsic benefits and a means to achieve those rewards. This perception is most likely to establish a positive relationship between system use and work performance. Although the relationship between perceived ease of use and perceived usefulness is not exempt from controversy, the study also confirms the positive and significant relation between both.
Managerial support shows a weaker relation with the intention to use corporate blogs, and medium effect on perceived usefulness. From the above discussion on perceived usefulness, managerial support along the implementation process, together with effective communication and spreading a message that highlights the benefits of using the tool, are critical to foster system use. This result underscores the influence of management in the process of adopting collaborative technologies in the organization because managers hold the responsibility to define the vision of the company, promote the implementation of the tool, recognize the effort of employees, and may propose a wider variety of contexts of use for the tool. In other words, managers need to inspire employees through the social context that may lead the organization to success. This finding is consistent with previous studies in this field (e.g., Connelly & Kelloway, 2003) .
Concerning technical support, the results of the study do not reveal a significant relationship with intention to use blogs: a finding that contradicts previous studies (e.g., Igbaria et al., 1997; Raymond, 1990) . This outcome might have relation with the fact that a high percentage of participants are already used to working with information technologies-selected companies with successful implementations in this study are among early adopters of corporate blogs, and information is generally at the core of their business (e.g., software companies, consulting services, telecommunication). Nonetheless, the results confirm a positive, strong, and significant relation between technical support and perceived ease of use, consistent with the above-mentioned studies. Unexpectedly, the analysis of the overall model did not support the relation of trust or shared goals and the intention to use corporate blogs with collaborative purposes. The latter, which contradicts the results of Fernández-Cardador and colleagues (2012), is a particularly interesting finding that requires further investigation because collaboration entails working together to achieve a common goal or business purpose. In this sense, the conceptualization of shared goals in this study extended to the whole organization or user base of the corporate blogs. Future research could restrict the scope of shared goals to like-minded groups-communities, clusters of usersto observe whether discovery of, and collaboration with people with similar objectives and interests in the corporate blog has predictive power of intention to use corporate blogs.
The findings from the MGA further refine the results from the overall model. The absence of differences between employees of companies with low and high adoption rates and the results of the PLS-POS analysis are especially thought-provoking. The outcomes suggest that the process of adopting Web 2.0 tools for collaboration and knowledge sharing may not depend so much on the type of company, but rather on adequately catering to the needs of two types of employees: on the one hand, employees that have a more global view of the organization, who make a stronger identification of system use for collaboration as a means to (reciprocally) helping others, and who perceive that management should fully support system implementation to make the organization improve as a whole; on the other hand, employees with a more personal view of the organization, who may be more adamant to use the system because they need to make sure that the system is easy to use and contains reliable information in order to perceive it as useful, regardless of management support. Only by attending the demands of both groups will companies be able to successfully implement corporate blogs to foster collaboration and knowledge sharing throughout the organization.
Implications for theory and practice
This study contributes to the field of acceptance and use of technologies in organizations by introducing organizational and personal factors in collaborative settings, and by incorporating new techniques to observe unobserved heterogeneity in the sample. The results stress the important role of altruism as an enabler to create positive predisposition toward the use of corporate blogs. Companies have not paid enough attention to the role of altruism, and this research unveils a knowledge gap in system adoption literature in collaborative settings, emphasizing the importance of this behavior in organizations. While admittedly the trend is changing in recent years, this finding points to a paradigm shift in organizational sciences (Rynes, Bartunek, Dutton, & Margolis, 2012) . Under this view, companies need to evolve from traditional egocentric behaviors of employees, and nurture collaborative behaviors, empathetic, and concerned about the welfare of others. In sum, altruism in organizations should play a more prominent role than it has played so far.
Inducing altruistic behaviors is complex if they are not ingrained in the personality of individuals. Improving altruism requires promoting good relations in the workplace, and even at a personal level. Team building initiatives outside of the workplace are one possible way of improving these relationships. The main objective of these initiatives is to build high performance teams through activities designed to achieve common objectives that require the participation of all team members. This form of work requires a lot of cohesion among teams, and each team member has the opportunity to help others, internalize, and practice altruistic behaviors, leading to the establishment of better work and personal relations.
Another way to increase altruistic behaviors in organizations involves the perception of individuals about the altruistic behavior of the company. That is, if the company tries to instill altruistic values on employees, managers should lead by example, and also make altruistic actions of employees visible to the rest of the organization in order to send a clear message to the whole company. An obvious by-product is that, at the same time, these actions will reinforce employees' perception of managerial support of collaborative behaviors, spreading an organizational culture oriented toward collaboration.
As opposed to classic acceptance theories that focus on system performance and effort (i.e., perceived usefulness and perceived ease of use), the findings from the PLS-POS reinforce the idea of the relevance of altruism and managerial support in the adoption of Web 2.0 tools for collaboration and knowledge sharing in organizations. However, the results also suggest that, while altruism and managerial support are good predictors of the intention to use this kind of systems, those variables alone cannot predict widespread system adoption across organizations. In this sense, perceived ease of use may still play a critical role because there may be a smaller but important part of the organization for whom easiness of use determines system usefulness. Therefore, an organization-wide transition toward a knowledge-sharing culture that fosters organizational learning requires that management accompanies supporting initiatives and promotion of altruistic behaviors with a careful design and adaptation of the system to employees' needs, so that its use may not be perceived as a burden by the most reluctant employees.
Limitations and further research
The research study has some limitations. First, although the sample size is reasonable for an exploratory study and the PLS-SEM analysis technique, it is still is relatively small and homogeneous-despite including members from two very different types of companies -to claim generalizability of results. Most of the respondents are IT employees who have more experience using new information technologies and systems than other employees who work in less informationoriented companies, or in other departments of the company where the use of this kind of systems may offer fewer direct benefits. Future studies should confirm the results of this research across more varied sectors and/or all the departments within a company in order to confirm and generalize the findings from this research. Additionally, although this study focuses on prediction rather than model-fit testing, the sample size may also have had a strong effect on SRMR values; further analysis with a larger sample could confirm or discard model fit.
Second, the research methodology analyzes quantitative data gathered through self-assessment of users of the target technology. This procedure may introduce bias in the results due to self-selection and common method variance. To reduce bias, future studies should complement the results from the quantitative study with interviews to different users in order to provide a more complete and comprehensive view of the corporate blog adoption process.
Third, the lack of discriminant validity between altruism and intention to use blogs using the HTMT criterion is a noteworthy limitation of the study. In light of the problems found between perceived usefulness, altruism, and behavior, the authors wonder whether established measurement instruments in TAM literature, such as conceptualizations of perceived usefulness that focus on productivity (e.g., Davis [1989] ; Venkatesh and Bala [2008] ) are appropriate for the analysis of the acceptance of Web 2.0 or collaborative tools, even in organizational settings. Alternative paths for further research could additionally include the scales for perceived usefulness of user-generated content services from Oum and Han (2011) and compare results in order to answer this question.
Another notable omission from the measurement instrument in this study is the absence of a global measurement of altruism (i.e., "I like helping other people," as in Oum and Han [2011] ). Our study circumscribed altruism to helping others by using corporate blogs and solving similar problems, putting altruism in the center of a collaboration process-a process that highly relies on reciprocity-and therefore leaning toward the concept of reciprocal altruism (Ashton, Paunonen, Helmes, & Jackson, 1998; Kwon & Wen, 2010) . Furthermore, the tight relation of altruism and perceived usefulness found when assessing discriminant validity is unexpected and may contradict the results of Kwon and Wen (2010) . These findings point to a necessary revision of the measurement instruments, but at the same time open further avenues of research to confirm the relevance of altruistic behaviors in employee adoption and use of collaborative and knowledge-sharing systems with strong social components.
Finally, collaboration and knowledge sharing go hand in hand in the vast majority of research studies on corporate blog acceptance and use, and this study establishes an association between the use of corporate blogs with collaboration purposes and knowledge sharing. In a corporate blog, interactions between company employees for purposeful collaboration-be it creating a project diary, solving a problem, or identifying experts and fostering community creation-are made explicit, available, and visible to the whole organization. As such, collaborative actions of employees in corporate blogs lead to knowledge creation and sharing, increasing the company's social capital (Baehr & Alex-Brown, 2010) . Nonetheless, the definition of the theoretical framework, the specificity of the behavior, and the research design also limit the scope of this study. For instance, this study excludes other uses of corporate blogs (e.g., opinion exchanges, notifications and other information, casual conversations about other topics) that have no clear purpose and that might or might not involve knowledge sharing. A lesson learned from this study is the need to further investigate the effect of Web 2.0 tools use on knowledge sharing as a process that may develop independently of collaboration, as well as the identification of uses of Web 2.0 tools that may lead or not to knowledge sharing. Furthermore, the very definitions of knowledge and knowledge sharing are complex and multifaceted (Boer, 2005) , admitting multiple approaches from different disciplines. For example, this study adopts an interpersonal view of knowledge sharing, where knowledge is created in a social (organizational) context. This choice rules out the possibility to study corporate blog use for knowledge sharing from an organizational view, demonstrating the need for complementary approaches and further research so as to provide a comprehensive view of Web 2.0 tools' use for knowledge management in organizations.
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